Introduction
Although we are in the boom and supremacy of the digital era [3] , IT is ranked 5 among the priorities of SME's managers in Romania, after marketing activities, diversification of production, acquisition of new technology and training of the labor force [4] . Given that innovative practices offer a wealth of opportunities and a growing scope for SMEs, they are faced with new challenges [5] . The theory of free innovations proposed in 2003 by Chesbrough argues that, during the innovation process, businesses need to take into account innovative ideas and resources, both internally and externally, integrating their capabilities and resources, and then exploiting through multiple internal and external market channels for the purpose of technological advancement. Because barriers between the firm and the environment have become more permeable, innovations can be easily transferred, both internally and externally [6] .
Methodology and research hypothesis
Our paper tends to address the strategic management of SMEs in the context of the digital era and is aimed at highlighting the need to use new methods of strategic thinking to help SMEs maintain their viability on the global market. This market is characterized, mainly, by swift and considerable changes [7] , DOI: 10.1515 DOI: 10. /kbo-2017 that are due to the galloping innovation of the digital era [8] . We used the questionnaire as a data collection technique focusing on:
• the degree of adaptation of SMEs from Romania to the new concepts, strategy and strategic management; • the extent to which SMEs from Romania have adopted new advancements in the digital field; • the differences between the fields of activity of the SMEs as regards the degree of digital adoption; • the perception of the digital field, by SMEs from Romania, as a transforming force of the external organizational environment; For the questionnaire, distributed by over 160 thousand SMEs from Romania, we collected 598 answers. The questionnaire (accessible on the link <https://goo.gl/BK9qKu>), was distributed by e-mail to more than 160 thousand SMEs from Romania. The method used was that of proportional quotas for the distribution of the sample by geographical area and the optimum stratified sampling method for distribution of the sample by industry [9] . The questionnaire, included 26 questions, whose purpose was to identify both strategic management methods used by the SMEs from Romania and the degree of adoption of digital assets thereof. The questions in the survey were answered by 643 organizations, 598 of which fall into the category of SMEs. They were distributed, representatively, according to optimum stratified model over the following business areas: information and communications, tourism, industry, construction, marketing, transport; services. As a result of the expertise gained in the process of identifying the main tendencies of the development of digital and strategic management of SMEs in the context of the digital era, we formulated the following working hypotheses: Hypothesis 1 (H1): SMEs from Romania have not adopted yet the new digital technologies required to obtain competitiveness on the world market; Hypothesis 2 (H2): Strategic management of SMEs from Romania requires a series of major transformations, which should help increase both the prosperity and the probability of their survival in the digital era; Hypothesis 3 (H3): Digital perception viewed as a transforming force of the business environment by the SMEs from Romania is reduced, the latter not realising the real need for change.
Results
We have turned to the regression analysis to investigate whether and how there is a link between the frequency of external evaluation and the frequency of reevaluation and adaptation of the strategy. In this context, we proceeded to establish the following 8 independent variables:  frequency of the competitors' evaluation;  frequency of customer evaluation;  frequency of suppliers' evaluation;  frequency of labor assessment;  frequency of the evaluation of the political-legislative environment;  frequency of economic environment assessment;  frequency of socio-cultural environment assessment;  frequency of the evaluation of the technological environment. As an independent variable, we set the frequency of organizational adaptation and re-evaluation of the strategy. The results of the regression analysis are shown in table no. 1 and in table no. 2. Taking into account the value of the multiple correlation coefficient (R = 0,218), it can be concluded that there is a small correlation between the frequency of the external evaluation by the Romanian SMEs and the frequency of adaptation and the re-evaluation of the organizational strategy by them.
In the next step, we investigated the relationship between environmental prediction and the duration of the strategy. The t (t-test) independent test was used to investigate whether there were significant statistical differences between the average values of the duration of the strategy between the subjects who gave the "yes" and "no" answers to the question of predicting each element of the external organizational environment. We performed 9 such independent tests as the one that follows bellow. Where: PV20.1 is the prediction of competitors (the competitive environment) -there is a big carelessness regarding the collection of useful information about their own customers, in circumstances where the overall market is headed with quick steps towards the phenomenon of customization of tenders; -only a third of the SMEs provides, regularly, to its own employees the opportunity to develop professionally through trainings in various fields of activity, while another third says that it does not consider it necessary to instruct their own human resources in the field of ICT. We concluded that SMEs in our country are in need of quick acceleration of the adoption of the digital means, so that they could quickly become competitive on the global market.
TEST 1: Predicting competitors
• H2 (strategic management of SMEs from Romania requires a major transformation, which should result in increasing prosperity and the probability of their survival to the demands of the digital era) is confirmed, because: -Although there is a significant statistical correlation between the use of methods of swift analysis, of testing and of experimentation and the frequency of reassessment and adaptation of strategies to environmental requirements, SMEs do not resort to such methods; -SMEs in our country study and/or adapt their strategy (in case they have it) only when they are required to do so, for example, to comply with the laws in force; -only 16% of SMEs declared that they had drawn up strategies for 3-5 years; -the percentage of SMEs that do not have a strategy varies, depending on the answers to each question (I used reformulation in an attempt to get an image as close to reality as possible), but it is higher than the quota of 10%;
• H3 (the perception of the digital as the transforming force of the business environment is still low, the latter not realising the need to change) was ruled out, at least partly by the answers of participants in the study who, in a percentage of over 70%, consider that the digital era is causing major changes to the competitive environment, to the behavior of the customers and of suppliers and to the environment, while in a percentage of over 50% it changes the economic environment, labour employment and international environment.
Conclusions
As result of our findings, we formulated the following conclusions of the study: 1. The hypothesis relating to the adoption of digital technologies by SMEs was validated (H1), SMEs adopting digital means in a low degree compared to large enterprises. The degree of adoption of digital means of the SMEs in Romania is still low, as they did not manage to implement the new digital technologies required to obtain digital competitiveness on the global market; 2. Getting competitive advantages is usually the result of strategic management of entrepreneurial success and the digital field, as a transforming force of businesses, has the potential to facilitate this process [11].
3. The gap in terms of the adoption of the digital means by the SMEs from Romania places them in the disadvantageous situation of not succeeding in being competitive on a global level. As the changes brought about by the digital era are imminent, this fact jeopardizes the very future of our national economy [12] ; 4. However, although they perceive it as a digital force transforming the business environment, SMEs from Romania do not have a long-term strategy. In this context, the only element of the environment that triggers a strong causation in favour of the reassessment and adaptation of the strategy is established (even imposed) by the political and legislative environment; 5. SMEs from Romania do not use rapid methods of analysis, testing and experimentation, in order to minimize the uncertainty of the external environmental factors of the organization, factors they cannot preview.
Proposals
From the analysis and interpretation of results, as well as from the discovery of the research results, we formulated the following proposals that could be adopted on the micro and the macroeconomic level, both nationally and internationally: 
